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As the world economy has integrated gradually，China's tobacco industry is facing 
unprecedented challenges and competition: strong competitiveness of foreign tobacco 
giants, the movement of tobacco control, the country’s financial accumulation, as well 
as all sorts of deep-rooted contradictions within the enterprise. In front of the various 
challenges, China's tobacco industry carried out a series of reforms taking market as 
orientation firmly, on the premise of the fixed monopoly system. 
Due to the management mechanism and weak marketing consciousness，instead of 
performance-oriented, the marketing personnel's evaluation has driven by subjective 
factors, turning out a mere formality. That how to establish the performance 
management system, how to motivate the marketing personnel and maximum their 
efficiency, what measures we should take to promote performance has become the 
burning issue. 
Based on the status in quo of the performance management system of marketing 
personnel in L Tobacco Company, this paper analyzes Key Performance Indicator
（ KPI ） ,puts forward the significance and methods of establishing the KPI 
performance management system by applying the modern performance management 
theory. Secondly, this thesis elaborates the basic procedure of optimizing the KPI 
performance management project for the Marketing Center in L Tobacco Company. 
Meanwhile, the lay out of performance scheme, the implemented and management 
strategy, performance appraisal, performance feedback and face to face discussion, the 
application of assessment results is argued sufficiently. In this thesis, the author 
focuses on the extraction of post-KPI, aiming at constructing performance 
management system for each department. 
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